them. Zhen and Mansori's study (Zhen & Mansori, 2012) is one of the studies dealing with this perspective. The authors found that 4A attributes have an impact on consumers' green purchase intention process.
Today, green purchase intention is one of the noteworthy purchasing processes, and in environmental protection, every consumer plays a role. The most important role of consumer in the environmental protection, makes a right choice in their purchasing process (Türk & Erciş, 2015) . Therefore, green products and green product purchase intention are a strategic matter. In this study, organic food is discussed and is considered as a green product. As a result of public interest in healthy living and organic agriculture, the notion of organic food purchasing has become very important for the food industry as well as consumers. The growing consumer interest in organic food production and consumption increase the potential impact of sustainability considerations on consumer purchase decisions (De Boer et al., 2006) .
LiterAture reVieW

green purchase intention
Basically, organic food can be described as an improved quality of food without any hormones, antibiotics, poisons, genetically modification or irradiation (Jones et al., 2001) . The concept of food choice is a complex phenomenon that points to one of the most important parts of human life (Furst et al., 1996) . Whether a consumer intents or decides to purchase organic food products is a difficult process because it depends on many factors that cannot be directly controlled (Thøgersen, 2010) . Therefore, the best way to explain the difficult and complicated process is to examine the purchase intention, because the intention is the best predictor of behavior. Theory of Planned Behavior (TPB) can be used in order to evaluate and predict consumers' actual behavior and consumer intention (Conner & Sparks, 2005; Hansen, 2008) . Hence, TPB is an important theoretical method for researchers to examine purchase intention of organic food (Bredahl, 2001; Dreezens et al., 2005; Verdurme & Viaene, 2003) .
Studies show that organic products are perceived to be better with respect to naturalness of raw material, taste, quality, and safety impact on health and on the environment. However, a negative attitude is found regarding the price or affordability, appearance, accessibility and conservation (Vermeir & Verbeke, 2008; Ploeger, 2009; Rezai et al., 2011; Shaharudin et al., 2010) . Additionally, most consumers have the intention to try organic foods, but this was usually conditional upon issues of affordability, acceptability, accessibility and perceived quality (Weatherell et al., 2003; Vermeir & Verbeke, 2006) .
4A Marketing Mix
The 4A Mix was defined in order for businesses to create customer value (Sheth & Sisodia, 2012) . But studies shows that these variables affect consumer attitudes and intentions (Vermeir & Verbeke, 2008; Nezakati et al., 2013) . Some researchers have used different names of the variables (e.g. "availability" instead of "accessibility") (Anderson & Billou, 2007; Sarkar & Pareek, 2013) , other researchers reduced or added some variables (e.g. drops "acceptability" and adds "accessibility") (Prahalad, 2009; 2012) and still others have increased the 190 number of variables (e.g. like 5 A's) (Kamande & Jarhult, 2013) . But the most detailed discussion have been done by Sheth and Sisodia (2012) . They examined 2 dimensions for each of the A's as follows:
Acceptability means that the products meet and exceed the expectations of consumers. It has two dimensions: a functional acceptability and psychological acceptability (Sheth & Sisodia, 2012) . The expectations have importance when determining the level of acceptability. Knowing how someone feels about buying or using the product is more effective than just knowing the consumers' evaluation of the object itself (Ajzen, 1988) . In this way, the functional and psychological expectation outcomes resulting from that behavior are an important antecedent to an intention. Additionally, acceptability is an important food choice motivation when the consumer makes decisions regarding everyday food shopping (Chen, 2007) . Organic food is a more sustainable alternative than conventional food (Thøgersen, 2010) because organic food is perceived as much more healthy, natural, nutritious, and sustainable than conventional foods (Hughner et al., 2007; Yin et al., 2010) . Hence, it is believed that the consumer's attitude to organic foods purchase is positively related to the attitude to organic foods. In other words, when the consumer's expectations to organic foods are positive, the consumer's expectations to organic foods purchase will be more likely to be positive. Contrary to this, when consumer's expectations to organic foods are negative, it will result in a negative attitude to organic foods purchase (Chen, 2007) .
Affordability; is defined as whether customers are able and willing to pay the offered product's price. This also includes psychological (willingness to pay) and economic (ability to pay) affordability (Sheth & Sisodia, 2012) . According to previous research, customers mostly purchase products based on price rather than other variables (Peter & Donnelly, 2013) . Price is the key determinant of the success of various products and services (Law et al., 2008) , but it cannot achieve on its own. The customers need good quality products with a reasonable price. Affordability receive to the customer via satisfying their wants and needs (Peng & Wang, 2006) .
Economic affordability may have a strong impact on behavior (Jager, 2000; Ajzen, 2006) . For example, Riefer and Hamm (2008) found changes in organic food consumption in relation to changes in the affordability. Economic affordability plays a significant positive role in explaining organic food purchases. Psychological affordability is usually related to perceived value and benefit. So, if the consumer perceives that organic food has value (e.g. egocentric values, such as health or pleasure) (Zanoli & Naspetti, 2002) and benefits, they might be willing to pay a higher price (Tse, 2001; Shaharudin et al., 2010) . Organic food purchases are largely connected to consumers' environmental concerns, concerns about food quality, and/or safety. Hence, willingness to pay for organic products can be a good antecedent of organic food purchase behavior (Krystallis & Chryssohoidis, 2005) .
Accessibility; is to what extent customers are able to easily purchase and use the products, and it has two dimensions: availability and convenience (Sheth & Sisodia, 2012) . In order for a product to be accessible, a distribution channel is an important tool in a marketing context. Hence, to reach each customer and meet their demands is important. Especially it is important for purchase staple goods. But even today in the numerous countries and cities, the farming areas for organic produce and the distribution channels are still limited. Therefore, if consumers want to get organic food, they must make an effort which can be challenging for consumers. This situation may lead to negative attitudes among consumers (Chen, 2007) . Thøgersen and Zhou (2012) pointed out that low availability is one of the barriers for consumer purchase of organic food. Even though the consumers are motivated for purchasing organic products, low accessibility of the goods can be a big barrier for this purchase intention in daily life (Vermeir & Verbeke, 2006) . On the other hand, in countries with many organic food stores, high accessibility is the major contribution to a considerable organic market share (Thøgersen, 2010) . Another proof of this was found by Aschemann (Aschemann et al., 2007) : When supermarkets, which previously did not offer organic food, started offering organic food, sales increased.
Awareness; is defined as to what extent customers have information regarding the products. This information must convince consumers to try the product, and, if possible, to repurchase it. Brand awareness and product knowledge are dimensions of this concept (Sheth & Sisodia, 2012) . Awareness is a major factor in the marketing mix. As mentioned above, when customers become aware of a business and its products, they may be persuaded to try the products and probably be reminded to repurchase it (Nezakati et al., 2013) .
The increase in the awareness of organic products contributed to the growth of the market for organic food (Yadav & Pathak, 2016) . Many studies that have investigated how consumers perceive the organic concept confirm this finding. The studies showed that purchase motives were ascribed to environmental and health awareness (Browne et al., 2000; Magnusson et al., 2001; Jones et al., 2001; Wier & Calverley, 2002) . In addition to this, people who have a high level of awareness regarding these issues tend to have a higher purchase intention towards organic foods than others (Tregear et al., 1994) . Contrary to this, lack of knowledge or awareness about the organic product can be a purchasing barrier (Makatouni, 2002) .
MethodoLogY
The key aim of this study is to identify which of the 4A marketing mix elements (acceptability, accessibility, awareness and affordability) that have the highest effect on consumers' purchase intention towards organic food. Secondly, and based on the results and findings from this study, efforts are made to provide institutions and marketers with practical suggestions on how to facilitate this organic sector's rapidly growing sectors in a food industry. This study will assist to marketers or organizations to examine the opportunities that 4A attribute affecting consumers' purchase intention of organic food.
In this study, the Analytical Hierarchy Process (AHP) of multi-criteria decisionmaking techniques is used. Because, in making a decision, the scale used is important. To be meaningful of this decision, it should be meaningful as intuitive and statistically. The rate scales, such AHP, provide reasonable compare. AHP is one of the widely used multi-criteria decisionmaking methods. This method was first presented by Saaty (1990) . It provides a comparison of the considered options. By reducing complex decisions to a series of simple comparisons and rankings, and then by synthesizing the results, the AHP helps analysts to arrive at the best decision (Şengül & Eren, 2015) .
The theoretical framework for standard survey methods significantly differs with AHP applications. Particularly, standard survey methods require a sample size formula calculation based on an appropriate sampling technique to determine a minimum sample size from the entire population. However, such a calculation is not required to perform an AHP application (Quoting by Baramichai et.al, 2007) . By the way, the subjective nature of the modeling process is considered as a constraint for AHP. In this case, Fuzzy AHP is generally a convenient method to eliminate this uncertainty and this implies that the methodology cannot guarantee "certainly right" decisions. Therefore, conclusions cannot be generalized for all countries and institutions. This paper performs a Fuzzy AHP method in a particular sample using experts' opinions.
In light of this information for this research method, have been reached to the experts who have experience about organic food study. Data were collected from 10 academics of Aarhus University's MAPP Centre (research on the development, marketing and distribution of foods and the societal impact of the food sector and value creation in the food sector for consumers, industry and society). Experts (a person who has special skill or knowledge in some particular field) are determined as individuals who have a PhD degree, lecturer and have published in high-indexed journals within the scope of marketing and organic food area. Survey questions were arranged according to Saaty's (1990) original scale method (Table 1) (Brunelli, 2014) and be answered by experts.
All stages of the analytic hierarchy process (Saaty & Vargas, 2012) in line with the objective of the study were conducted incrementally. Excel was used to analyze the data. The obtained results and the steps are as follows:
Step 1: Pairwise comparison For the matrix of pairwise elements:
(1)
Step 2: Normalization Sum the value in each column of the pairwise matrix: Türk / SJM 12 (2) (2017) Divide each element in the matrix by its column total to generate a normalized pairwise matrix:
Divide the sum of the normalized column of matrix by the number of criteria used (n) to generated weighted matrix:
Step 3: Consistency Analysis Three actions need to be taken in order to arrive at the consistency ratio; i) calculate the consistency measure, ii) calculate the consistency index (CI), iii) calculate the consistency ratio (CI/RI where RI is a random index).
i) Calculate the Consistency Measure
Consistency vector is calculated by multiplying the pairwise matrix by the weights vector:
Then it is accomplished by dividing the weighted sum vector with criterion weight: Türk / SJM 12 (2) (2017) 189 -199 ii) Calculate the Consistency Index (CI) CI = (λ max -n) / (n -1) where λ max is a maximum net value of the comparison matrix. The λ max closer to the number n, the consistency is smaller.
λ is calculated by averaging the value of the Consistency Vector: 
concLusion
The main objective of this paper is to determine the most influential factor among 4A for a consumer purchase intention process using a Fuzzy AHP methodology. The result indicated that awareness is the most significant factor (27%) affecting consumer purchase intention towards organic foods. Affordability is the second most important factor (26%), accessibility is third (25 %) and acceptability is found as the last (22 %). As it can be seen, the weights are close to each other. This case illustrates that the importance degree of the variables is similar in terms of their impact on the intention to purchase an organic food.
The demand for organic food is determined by consumers' awareness of organic food. The organic foods market has become one of the rapidly growing sectors around the world, especially in the European Union. So, if people are not aware of organic foods, the growing market will be insignificant. Further, it will contribute the further growth of the market. It is believed 195 B. Türk / SJM 12 (2) (2017) People believe that organic foods are good for health, have high product safety and high quality. This belief is associated with a positive attitude towards buying organic food. But in order to reach these health benefits, organic food must be affordable. Also, products must be accessible and acceptable, but if they are not affordable, the purchase intention does not change a purchasing behavior. Supply conditions play a crucial role in the development of the organic market and in an increase on the intention to purchase an organic food. If consumers are able to find organic food in conventional supermarkets as well as farmers' markets and health food stores, this condition can trigger the intention to purchase organic foods.
In many studies, an initial information about sustainable products has been proven to be one of the most important factors in the purchase intention of these products. Customers must be informed about organic foods to achieve success with any given product or service offered. If they trust the information being obtained, and using this information they become more familiar with organic foods. Hence, knowledge can assist in increasing the purchase of organic foods.
In order to facilitate future growth of the organic market in the world, emphasis should be placed on low availability and high prices. Particularly, more intensive but also more low-cost distribution strategies should be adopted. Price and quality of organic foods should be better relative to their conventional counterparts. The increasing importance of health should motivate consumers to consume organic food. Hence, consumers must be informed about organic foods (i.e. by different campaigns). To raise the level of awareness among consumers, community-based social marketing tools must be used. In this way, the attention of the consumer may be drawn towards organic foods, and any suspicions of the natural content of organic foods may be reduced. Additionally, consumers generally prefer not only healthy but also environmentally sustainable food products. Hence, consumers must be convinced that organic food does not contain food additives or preservatives. Thus, organic foods' functional and psychological acceptability can be increased.
